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With the rapid development of mobile Internet and the continuous release of 
people's entertainment needs, the mobile phone video plays an increasingly important 
role in people's entertainment life. Along with the mobile phone video, mobile phone 
video advertising has being in the process of the development, however, it can not 
avoid the phenomenon of advertising avoidance none the less. 
Taking the mobile phone video advertising as the research object, the paper has 
identified four factors and build a theoretical model of mobile phone video advertising 
avoidance, on the basis of previous research results about advertising avoidance, and 
combining with the unique of mobile phone video advertising. Then by the means of  
questionnaire survey method (N=562) for empirical analysis,the writer proves that 
perceived goal impediment 、 previous negative experience 、 factors-related of 
advertising and receiving situation have significant influence on the advertising 
avoidancebof mobile phone video ads, as well as  puts forward the theoretical model 
which have been verified  by empirical analysis. 
The study found that the mobility of mobile phone video does not relieve the 
user’advertising avoidance, which is the biggest innovation among the research. At 
the same time, the empirical analysis shows that the previous negative experience has 
the greatest influence on the mobile phone video user's ad avoidance, and the more 
negative the user's experience is, the stronger the advertising avoidance is . Followed 
by factors-related of advertising, the less correlation between the advertising and the 
user, the worse the performance of advertising is , and the more complex the ad is , 
the more likely that the users get out of the ads. When the user perceives that the 
mobile video advertising prevents them from watching the videos, the more likely it is 
to cause ad avoidance response. 
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计报告》显示，截至 2016 年 12 月，中国网民规模已达 7.31 亿，普及率达 53.2%。
全年共计 4299 万新增网民，增长率为 6.2%。中国网民规模稳中有升，互联网普
及率逐年提高。其中，更加引人注目的是，中国手机网民规模达 6.95 亿，在整
体网民中占比高达 95.1%，相较于 2015 年底增加 7550 万人，增长率连续三年超
过 10%，移动互联网发展依然是带动网民增长的首要因素[4]。 
2016 年，我国 80.7%的新增网民中使用手机上网，较 2015 年增长 9.2 个百
分点。此外，报告显示:使用手机上网网民规模保持快速增长，笔记本、台式电
脑的上网比例则继续呈下降趋势，截至 2016 年 12 月，我国网民使用手机上网的
比例为 95.1%，较 2015 年底提升了 5.0 个百分点；而使用台式电脑上网比例为








分钟，2014 年则提升到了 158 分钟，增长近一个小时的时间[5]。另据中国互联网
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